This study draws important factors in electronic Word-of-Mouth (eWOM) and examines how these influence the building of customer loyalty. eWOM is viewed as social communication between customers and sellers, and thus the communicative action theory is applied. With the theory, we identify reviewer and seller as influential players on customers, and derive important factors such as correctness and veracity of reviews from the reviewers' action, and information compactness and adequacy from the seller's action. We propose these constructs as antecedents of customer loyalty and further hypothesize their curvilinear impacts as follows: the marginal impacts of veracity and correctness will decrease as veracity and correctness increase, and the marginal impacts of compactness and adequacy will increase as compactness and adequacy increase.
Ⅰ. Introduction
For the last decade and a half, the electronic word of mouth (eWOM) system has become one important part in online business. It has shown a significant influence on customer decision making because of its advantages in recency, abundance, and objectivity [Ghose et al., 2007] . More than 90% of customers are referring to online customer reviews before making a purchase decision, and more than 80% have answered that are willing to change their buying decisions based on the opinions they read in the reviews [Promomagazine, 2009] .
One of the unique features of online review systems, compared with offline ones, is the active role of the seller. In offline systems, word-ofmouth communication is limited among customers only [Buttle, 1998 ]. Customers share candid opinions without the seller's presence. In online systems, however, the seller controls how various reviews are presented to customers. Although major online shopping malls such as Amazon.com and eBay.com have their own review display policies (e.g., helpfulness for Amazon.com and relevance for eBay.com), they all have the authority and responsibility to effectively manage review display systems. Even though the reviews are created by the customers, the display and delivery of these reviews are all determined by the seller, not the customers. These seller's review 'display' policies significantly impact consumer decision as more and more reviews are accumulated. For example, as of 1 July 2010, Harry Potter and the Deathly Hallows at Amazon.com has accumulated more than 3000 customer reviews. Considering that this is a large number for the customers to read, the reviews are sorted by date, helpfulness, rating, and so on such that the customers can read a 'part' of the reviews. The purchase decision is formed not based on the entire reviews but only on a 'part' of the reviews. Clearly, Amazon.com's online review display design largely influences the reviews that the customers actually read and use as basis for their decisions. Another example is the relevance-based review display of eBay.com, where customers can choose other sorting options, such as date and popularity. Nevertheless, when there are more reviews than a customer can manage to read at once, the administration of the review sorting systems of online shopping malls will make a significant difference on the selection of reviews the customers will read as basis of their purchase decisions.
Despite the growing importance of the seller's role in eWOM systems, most research on eWOM has focused on the content of the reviews or the reviewers, not the sellers. Researchers found that a favorable review may increase purchase intention [Ba and Pavlou, 2002] , and that diversity of feedback may have a positive effect on sales [Clemons et al., 2006] . These studies also analyzed reviewer motivation [Gruen is applied as a theoretical lens. The CAT is a theory that provides profound understanding of human action by analyzing an individual's social action in detail. We use CAT, which interprets and ramifies eWOM activities in terms of social action, to derive factors that are important to sellers and reviewers and to explore how these factors influence customer behavior.
Then, we develop an eWOM research model to hypothesize the impact of the seller and the reviewer on customer loyalty. This model is then validated using data collected from 326 online shoppers in Korea.
The study is organized as follows. First, we review CAT with its taxonomy of social action types. Then, we derive important constructs in eWOM based on the CAT and formulate a research model using customer loyalty as the dependent variable. Next, we introduce the research methodology, and then present our analysis and results. The discussion highlights the implications, as well as possible useful future research directions. Finally, we summarize the study's overall contributions, both practically and theoretically.
Ⅱ. Theoretical Background

Communicative Action Theory
As an extended branch of critical social theory, the communicative action theory was first proposed by Habermas [1981] . This theory inherited all the core assumptions of critical social theories but has differentiated itself by suggesting that the miscommunication among people is the main cause of all the distortions and contradictions in our society. Critical researchers aim to critique the status quo [e.g., Orlikowski and Baroudi, 1991]. They assume that social reality is produced and reproduced by people [Myers, 1997] and has many contradictions and conflicts that may be inherent within their structures [Orlikowski and Baroudi, 1991] . Critical researchers believe that they can help to overcome oppressive social relations and their main task is bringing the restrictive and alienating conditions of the status quo to light [Myers, 1997] .
Therefore, their research method was mostly a dialectical analysis, which attempted to reveal the historical, ideological, and contradictory nature of existing social practices [Orlikowski and Baroudi, 1991] .
The CAT has differentiated itself from other critical theories by seeing that the miscommunication among people is the main cause of all the distortions and contradictions in our society.
Habermas [1981] argued, if people had communicated properly, our society would not have been so distorted because people act rationally. Therefore, as a key instrument for solving those social problems, he made an in-depth investigation into the rationalities in human actions and provided the taxonomy of the social actions to gain a more refined understanding of the nature of social action [Lyytinen, 1992] .
Originally, four types of social actions are proposed by Habermas [1981] . Purposive rational action is an action directed at attaining rational objectives; that is, "achieving of success" [Lyytinen, 1992] . It is different from other social actions in its success orientation because other social actions aim at mutual understanding rather than achieving goals. Dramaturgical action is a voluntary expression of one's self to an audience on stage [Habermas, 1981] . In this action, style and activities using CAT, we can then discuss the implications drawn at the social action level.
CAT is one of several excellent theories that are especially effective for analyzing social action [Lyytinen, 1992] , but which is relatively not often applied to the information system (IS) field.
Therefore, the current study has clear potential for obtaining new insights when analyzing eWOM activities.
Ⅲ. Research Model and Hypotheses
Our research model describes what characteristics of reviewers and seller influence the building of customer loyalty through eWOM.
Customer loyalty is a favorable attitude toward the brand (i.e., product or seller) resulting in consistent purchases over time [Srinivasan et al., 2002] . Loyal customers will not only spend more, but also act as enthusiastic advocates, for the firm [Harris and Goode, 2004] . They thus are considered a critical factor for businesses.
For the current study, we define customer loyalty as the "overall attachment with [a] favorable attitude manifested by repeated purchasing" and propose this aspect as a online business objective. The subsequent sections shall explain in detail the specific factors deemed important by reviewers and sellers, and how these factors influence customer loyalty.
Reviewer's Communicative and Dramaturgical Action
To understand the reviewers' behavior, we apply the communicative action theory focusing on the customers' motivation and action -Knowledge sharing -Informing other customers and achieve mutual understanding
Communicative action -Correctness of review: How closely the reviews describe the objective facts about the product. -Veracity of review: how honestly reviewers describe about the product.
Marginal (i.e. unit) impacts decrease as veracity and correctness of a review increases. According to CAT, the veracity and correctness are claimed to be valid for ideal communication.
Hence, it is not difficult to expect a positive impact of veracity and correctness of the reviews on building customer loyalty. However, their marginal impacts (i.e. unit impact) would decrease as veracity and correctness increase. This is because reviews are accumulated repeatedly, and thus, the impact of one single review decreases as the total number of reviews increases. For example, when there are few reviews available, we present the following hypotheses.
H1: As the veracity of a review increases, its mar-
ginal impact on customer loyalty decreases.
H2: As the correctness of a review increases, its
marginal impact on customer loyalty decreases.
Seller's Instrumental Action
In eWOM, the seller manages the website while reviewers and customers share their opinions and knowledge through the web. It is the seller who determines the specific features of eWOM systems (i.e., how they input reviews and how the reviews are displayed). using of eWOM [Clark, 2000] . In the eWOM context, the information compactness of a website is determined by the amount of product information that a customer can acquire relative to the time and effort the customer spend. When information compactness is high, a customer can easily scan the reviews and acquire sufficient product information from the website. Since the main objective of customers who read the reviews is product information acquisition, information compactness is considered highly important.
Information adequacy of eWOM system deals with whether the product information can satisfies customer needs for product information.
Originally, information adequacy refers to effectiveness of social action in CAT; it is achieved From this, we have following hypotheses:
H3: As the informative compactness of review systems increases, its marginal impact on
customer loyalty also increases.
H4: As the informative adequacy of review systems increases, its marginal impact on cus-
tomer loyalty also increases. 
Ⅳ. Research Methodology and Analysis
Instrument Development
Data Collection
We designed and conducted an experimental online survey. We showed the participants various online reviews about a particular product and asked them to answer questions. Lastly, common method bias is checked with
Harman's single factor test [Podsakoff, 1986] . EFA of our scale shows five factors explaining 74% of the total variance, with the first factor explaining 41.8%. We found no dominant factor emerging from the factor analysis, implying that our data sample was likely not contaminated by common method bias. In sum, the scales used in this study are deemed to be reliable.
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Hypotheses Testing
To capture the curvilinear aspects of the hypotheses, we first formulated the quadratic model as follows:
where  equals veracity, correctness, compactness, and adequacy.
Then, we conducted quadratic regression analysis using PASW 17. For hypotheses that need to be supported, the coefficients of quadratic terms in H1 and H2 (i.e., veracity and correctness) should be negative, while the coefficients of quadratic terms in H3 and H4 (i.e., compactness and adequacy) should be positive.
We first tested H1. Its quadratic regression V. Discussion
Academic Contributions
The study makes the following academic contributions. First, we derived the factors important in the eWOM context by using CAT. The most important characteristic of eWOM is that it is the social communication among reviewers, seller, and customers. While the contents of the reviews (i.e. rating, etc.) change, the action of the individuals continues. Hence, we can expect that focusing on customers' behavior (i.e., not the review itself) will lead to strengthened and applicable implications. Thus, we applied CAT framework to analyze eWOM activity. We also differentiate the influential actors between reviewers and sellers. CAT is appropriate in analyzing more than one actor's mingled social action because it provides detailed taxonomy of social actions with validity claims. We derived the cardinal factor using the validity claims proposed in CAT.
In sum, by applying CAT, we can arrive at important eWOM factors from detailed sources by using reliable and consistent theoretical lenses. to break the preconceived idea by applying critical social theory (i.e., CAT) and assumes that constructs can be "objectively" validated. In doing so, we extracted the "variables" based on CAT "claimed to be valid," and operationalized them into objectively measurable constructs.
While the operationalization technique used in this study followed the rigorous but typical procedures suggested by other positivist studies, the implication of this present work is very unique in a sense that we derived variables from "claimed" validities. We also validated the constructs "statistically" to explore whether the theory could explain well our arguments.
Third, this study theorized the curvilinear impact of factors and subsequently validated their impacts. As shown by most previous studies,
linear relationships are assumed and tested for parsimonies [Au et al., 2008] . However, in reality, linearity is not a universally applicable situation;
instead, diminishing or increasing marginal return is a common phenomenon in nature and in society [Sethi and King, 1998 ]. In other words, it is a widespread practice that the impact of one variable may change at its own level. 
Practical Implications
The current study offers the following im- 
Limitations and Future Research
This study has the following limitations. 
